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Purpose - The purpose of this paper is to provide insight into how female entrepreneurs 
develop and communicate an authentic personal brand. We examine the entrepreneurial 
marketing (EM) activities undertaken by female entrepreneurs and identify the Impression 
Management (IM) behaviours and tactics employed. We explore the risks associated with 
self-promotion to gain a better understanding of how female entrepreneurs market themselves 
and their businesses.  
  
Design/methodology/approach – The study adopts an interpretative phenomenological 
approach (IPA). Using semi-structured interviews, we explore the experiences of female 
entrepreneurs as they engage in IM behaviours. The sample is drawn from female 
entrepreneurs who have small-scale businesses which span a range of specialist service 
sectors. All participants are engaging in personal branding activities. Participants were 
recruited via a gatekeeper and invited to take part in the study. Data from eleven female 
business owners was collected and analysed using IPA. Interview transcripts and field notes 
were analysed for broad patterns and then initial codes developed which allowed for themes 
to emerge, with a number of core themes being identified. These core themes are presented, 
together with verbatim quotes from participants to provide a rich insight into the marketing 
activities of these female entrepreneurs.  
  
Findings – The findings reveal the complex challenges faced by female entrepreneurs as they 
engage in self-promotion and IM to market their business. Four key themes emerge from the 
data to explain how female entrepreneurs engage in managing their brand both online and 
offline: experimental; risk; authenticity and supplication. The study identifies in particular 
that female entrepreneurs use the tactic of supplication in combination with self-promotion to 
communicate their brand. Additionally, it was found that female entrepreneurs share their 
personal fears and weaknesses in an attempt to be seen as authentic and manage the risk 
associated with self-promotion. 
  
Originality/value – We contribute to the EM literature by extending our understanding of the 
risks associated with self-promotion for female entrepreneurs. The study also contributes to 
the IM literature by providing a better understanding of IM beyond organisations and applied 
to an entrepreneurial domain. The study highlights a number of important implications for 
entrepreneurial practice and policy. 
 
 
2 
 
 
 
 
 
 
Introduction 
Marketing is one of the greatest challenges for all entrepreneurs (Franco, de Fátima Santos,   
Ramalho, and Nunes, 2014) and a particular challenge for certain female entrepreneurs, with many 
lacking the knowledge or confidence needed to develop marketing activities for their business 
(Bamiatzi, Jones, Mitchelmore and Nikolopoulos, 2015; Entrepreneursuk.net, 2017; FSB, 2015). 
Unlike larger firms, the success of a start-up will depend largely on the marketing skills or 
competencies of the owner (Franco et al., 2014; Hills and Hultman, 2013). The entrepreneur often 
personifies the marketing activity with personal branding indicated as a form of differentiation for the 
business which cannot easily be imitated by competition (Resnick, Cheng, Simpson and Lourenço, 
2016). Ward and Yates (2013) link such personal branding activity to self-promotion and Impression 
Management (IM). The IM literature has identified that women in organisations are often reluctant to 
promote themselves, showing low levels of self-promotion with self-promotion even identified as a 
risk for females (Bolino and Turnley, 2003; Rudman and Phelan, 2008; Singh, Kumra and 
Vinnicombe, 2002; Smith and Huntoon, 2014). However, less is known about female entrepreneurs 
and self-promotion or of how they manage any risks associated with promoting themselves.  
Our objective therefore is to explore the entrepreneurial marketing (EM) activities undertaken by 
female entrepreneurs. In particular, we seek to identify the IM behaviours and tactics employed by 
female entrepreneurs as they engage in personal branding as a way to market their business. This 
study contributes to the EM literature by extending our understanding of the dimension of risk 
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management identified by Morris, Schindehutte and LaForge (2002). Specifically, this study explores 
the risks associated with self-promotion for female entrepreneurs. The paper also contributes to the 
currently underdeveloped stream of research which extends IM literature beyond organisations and 
applies it to entrepreneurs (Nagy, Pollack, Rutherford and Lohrke, 2012; Parhankangas and Ehrlich, 
2014).  
Female entrepreneurship is seen as key to driving the global economy and delivering social change 
(The World Bank, 2017). However, while the ratio of female entrepreneurs has increased in many 
countries (GEM, 2016), even in developed economies, such as the United Kingdom (UK), women are 
only half as likely as men to start their own business (Women’s Business Council, 2016). Increasing 
the number of female entrepreneurs to equal that of men would contribute over £100bn to the UK 
economy in the next 10 years (Deloitte, 2016). While boosting the “birth-rate” of female-led 
businesses is vital, it is only part of the story. Start-ups must also be encouraged to grow if their 
economic contribution is to be realised (RSA, 2014), with sales and marketing considered essential to 
business growth (Nwankwo and Gbadamosi, 2011). Prior research found marketing is different for 
small entrepreneurial ventures when compared to large organisations (Resnick et al., 2016) with EM 
emerging as a domain to help explain the challenges of the Entrepreneurship/Marketing interface 
(Crick and Crick, 2015, 2016; Kilenthong, Hultman and Hills, 2016; Miles, Lewis, Hall-Phillips, 
Morrish, Gilmore and Kasouf, 2016; Morris et al., 2002). Morris et al., (2002, p.7) argue that EM is 
characterised by creativity, intuition and insight leading to a different marketing consciousness which 
contrasts with the more rational decision making that underpins traditional marketing approaches. 
Risk management is identified as one dimension where this new approach to marketing may have a 
role in mitigating or sharing risks with greater levels of collaboration and working with lead 
customers being suggested. This study explores how female entrepreneurs are using new approaches 
to marketing to manage risk.  
This paper is structured as follows. In the next section the existing literature on personal branding and 
IM is reviewed. We then describe the methodology, including our approach to the sample strategy and 
data collection. In the following section we report on the findings and then discuss the implications of 
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these to both the literature and entrepreneurial practice. The paper concludes with a discussion of the 
implications for entrepreneurial policy, limitations of the study and suggestions for future research. 
Personal branding  
Previous research has identified that traditional marketing activities are seen by entrepreneurs as 
impersonal and personal branding offers a better way to leverage the specialist knowledge or unique 
contribution of the individual entrepreneur (Resnick et al., 2016). This personal means of marketing is 
also fuelled by new media platforms which offer unprecedented opportunities for individual self-
expression and self-presentation. Individuals need no longer be tied to media agencies and can 
undertake marketing activities designed to market both themselves and their products and services 
whilst building an audience for their personal brand (Chen, 2013; Harris and Rae, 2011; Labrecque, 
Markos and Milne, 2011).  
Within the branding literature the extension of the branding logic beyond products and services to 
now include people is widely acknowledged (Arvidsson and Bandinelli, 2013; De Chernatony and 
McDonald, 2003). To date, there have been very few studies in the field of personal branding 
underpinned by branding theories. Prior studies have identified two main challenges with the 
application of branding theory to people. Firstly, whilst products and services are relatively fixed and 
stable entities and therefore lend themselves to branding processes, people brands are much less so, 
making it potentially difficult to consistently deliver on a unique promise of value (Bendisch, Larsen 
and Trueman 2013). Secondly, the process of personal branding encourages individuals to engage in 
self-promotion activities to achieve visibility in the marketplace, communicating a unique promise of 
value, based on personal strengths and assets (Shepherd, 2005).  This is referred to as an “inside-out” 
process (Chen, 2013; Khedher, 2014). The latter part of this process leads some critics to argue that a 
personal brand is built to satisfy the market (Khedher, 2014) and may present a challenge for 
individuals who wish to remain authentic (Shepherd, 2005).  
While for some authors authenticity in personal branding is emphasised and considered vital (Harris 
and Rae, 2011), critics writing in the socio-cultural field perceive personal branding as simply the 
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elevation of image over substance and an exercise in self-packaging (Lair, Sullivan and Cheney, 
2005). Hearn (2008) conveys her distaste for a process that is self-consciously creating a detachable 
image of the self for market consumption, while Gehl (2011) argues that those seeking to build a 
personal brand are cynically invited to expose their private lives as a way of enhancing authenticity.  
The use of social media and online tools for self-promotion is attracting academic interest. Harris and 
Rae (2011) refer to a new digital divide which distinguishes between those who have the skills, time 
and confidence to use digital tools effectively and those who do not. Individuals with digital skills 
who can create an authentic personal branding both on and offline can widen their audiences and 
career opportunities. This is an idea supported by Chen (2013) who finds that media amateurs, 
including entrepreneurs, have the opportunity to use these new platforms to manage and project their 
profile and build an audience for a personal brand. A study by Ruane and Wallace (2013) found that 
social media, including Facebook and Twitter, allows individuals to engage in self ‐presentation, 
creating online identities.  Developing a holistic authentic online brand however, which transcends 
social and professional distinctions is a challenge (Labrecque et al., 2011), as is the question of how 
to control that profile in a dynamic environment in which both the site and other parties can affect and 
contribute to an individual’s online brand. Singh and Sonnenburg (2012) argue that this should not be 
seen as a lack of control. Instead, they conceive of brand building through social media as 
collaboration and liken the process not to a traditional performance but to improvised theatre where 
both the audience and the performer work together to co-create the brand. E-marketing activities are 
seen as an effective means to expand EM activity and an opportunity to co-create a personal brand for 
entrepreneurs (Miles et al., 2016).  
Previous research has identified personal branding as a means to achieve visibility in; academia 
(Noble et al., 2010), accountancy (Vitberg, 2010), librarianship (Gall, 2012) and modelling 
(Parmentier et al., 2013). Khedher (2014) suggests personal branding is a logical response to an 
increasingly competitive and uncertain economic climate. Critics perceive an implicit invitation to 
self-commodification (Hearn, 2008), shifting responsibility away from society to the individual (Lair 
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et al., 2005). In a time of economic precarity the discourse of personal branding is now pervasive 
(Vallas and Cummins, 2015). 
A search of the extant literature has not identified an exploration of the personal branding activities of 
female entrepreneurs or the challenges they face in communicating an authentic personal brand both 
on and offline. If the application of branding theories is problematic, then IM may prove a useful lens 
through which to explore these activities.  
 
 
Impression Management  
Similar to personal branding, IM refers to the process by which individuals attempt to control the 
impressions that others form of them (Leary and Kowalski, 1990; Rosenfeld et al., 1995). IM is 
attributed to Goffman’s (1959) dramaturgical view of social interactions whereby individuals are 
conceived of as social actors generating positive external impressions (Leary and Kowalski, 1990). 
IM is still regarded as one of the most influential theories regarding reputation (Srivoravilai et al., 
2011). 
Individuals are more motivated to engage in IM strategies when their behaviours are public and their 
image is seen as important in achieving their goals (Bolino, Long and Turnley, 2016). IM is often 
utilised within the organisational literature to identify how well an individual presents themselves, 
directly impacting on their ability to get a job, secure promotion or a pay increase (Bolino et al., 
2016). However, there is limited exploration of IM behaviours adopted by entrepreneurs as they seek 
to positively influence others, including potential investors (Nagy et al., 2012; Parhankangas and 
Ehrlich, 2014).  
Both the direct and indirect techniques used when constructing an image are discussed in the 
literature. Direct techniques might be used when presenting information about personal “traits, 
abilities and accomplishments” (Cialdini, 1989, p.45) and indirect techniques might be employed to 
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manage information about the “people and the things with which one is associated” (Cialdini, 1989, 
p.46). A further distinction is made in the literature between assertive and defensive strategies (Bolino 
and Turnley, 2003). Assertive strategies are considered to be initiated by the individual seeking to 
create a particular image and defensive strategies are seen to be employed in response to an 
undesirable image which may have been formed (Tedeschi and Melburg, 1984). Five different IM 
behaviours with descriptions (see Table 1) are associated with assertive IM strategies (Jones and 
Pittman, 1982).  
 
IM strategy  IM behaviour  Description  
Assertive strategy – individuals 
proactively manage impressions about 
themselves to create a desired image  
Ingratiation Seeking to be likeable, 
showing oneself to be of 
benefit to others   
Self-promotion  Mention of 
abilities/accomplishments  
Exemplification  Doing more than necessary, 
going beyond call of duty 
Supplication  Showing weaknesses or 
limitations 
Intimidation Threatening/bullying  
Table 1 Assertive strategies associated with IM (Jones and Pittman, 1982) 
The literature has mostly focussed on the use of assertive strategies with an emphasis on the use of 
self-promotion and ingratiation behaviours (Bolino, et al., 2016). These are most often used to create 
a positive image in the minds of a target audience while negatively valued images are avoided 
(Gardner and Martinko, 1988). One exception to this is provided by Becker and Martin (1995) who 
investigate deliberate attempts to create a negative impression in the workplace which they attribute to 
a variety of individual motivations including a desire to reduce expectations and avoid responsibility. 
However, relatively few studies appear to have explored behaviours which might make people seem 
less desirable. Parhankangas and Ehrlich (2014) found when entrepreneurs risk seeming less desirable 
by revealing their weaknesses (which might be thought of as a supplication technique), it can increase 
trustworthiness and increase their chances of funding, introducing an interesting avenue for 
exploration.  
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Any deliberate attempt by an individual to develop or cultivate a desired image is not without risk. 
Similar to critics of personal branding, some see IM as manipulative and inauthentic (Bolino et al., 
2016). Goffman (1959) sees people as social actors but warns that there must be no discrepancy 
between front and back stage, or in other words, between the desired image projected to an audience 
and the reality. Discrepancies between the two can result in damage to an individual’s reputation. In 
addition, the IM behaviours employed to create a particular desired image may equally create an 
undesired image. Attempts to ingratiate oneself with a target audience in order to be liked might be 
seen as sycophantic, whilst promoting oneself in order to be seen as competent may equally be seen as 
bragging (Bolino et al., 2016). Parhankangas and Ehrlich (2014) found that when entrepreneurs seek 
to gain legitimacy for themselves and their ventures, just enough self-promotion is required. Both 
excessively low and excessively high levels of promotion should be avoided leading to the “self-
promoter’s paradox” (Bolino et al., 2016. p.385). Sezer, Gino and Norton (2015) also caution against 
the indirect tactic of “humblebragging”, a unique IM behaviour whereby individuals might combine a 
supposed weakness with bragging, e.g. “It’s been 10 years but I still feel uncomfortable with being 
recognised. Just a bit shy still I suppose” (p.5). Combining self-promotion and supplication may seem 
an attractive solution to the “self-promoter’s paradox” however Sezer et al. (2015) found it to be 
ineffective and inauthentic with effective responses to this paradox warranting further investigation.  
While there is some consensus that utilising IM strategies effectively and authentically is a challenge 
regardless of gender, self-promotion behaviours may present an additional challenge for women. Bird 
and Brush (2002) highlight the gendered perspectives on the entrepreneurial process. Previous 
research has highlighted the differences between personality traits for men and women entrepreneurs, 
with women noted to be more risk adverse (Sexton and Bowman-Upton, 1990). Additionally, the 
literature highlights that women possess lower levels of entrepreneurial self-efficacy (Kickul, Wilson,  
Marlino and Barbosa, 2008), indicating that women have less belief that they are capable of 
performing entrepreneurial activity. Rudman and Phelan (2008) refer to gender stereotypes indicating 
women are expected to demonstrate a concern for others rather than themselves, presenting; modesty, 
submissiveness, warmth and selflessness. In contrast, men are expected to present more agentic 
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behaviours communicating; self-confidence, assertiveness and self-reliance. These supposed male 
leadership qualities are seen as less desirable and typical for women, resulting in, “women’s 
impression-management dilemma” (Rudman and Phelan, 2008). Women presenting these attributes 
are seen to be subverting prevailing gender stereotypes and consequently are viewed as less likeable 
or hireable (Rudman and Phelan, 2008). Gurrieri and Cherrier (2013) similarly highlight the 
restrictions that the accepted norms of “feminine” can present when women construct their identities.  
Expectations of gender appear to put women at a disadvantage when it comes to using assertive IM 
behaviours in the workplace, unless, they are employing these behaviours on behalf of another party 
(Amanatullah and Morris, 2010).  
 
It is not surprising therefore, women in business settings are seen as more passive, using relatively 
low levels of IM behaviours (Bolino and Turnley, 2003). Smith and Huntoon, (2014) found that 
women are also reluctant to promote themselves and break what they term the “modesty norm” for 
their gender. Women are more often inclined to let their work speak for itself and believe this to be 
enough to achieve success and recognition (Singh et al., 2002). If the contribution of female 
entrepreneurs to the economy is to be realised then an exploration of female IM behaviours, 
particularly self-promotion, is long overdue.  
The literature suggests that for many entrepreneurial ventures the owner-manager comes to personify 
the marketing of their business with many engaging in personal marketing or branding in order to 
promote their business. However, self-promotion is identified as a challenge for women within the IM 
literature. The objective is therefore to: explore the EM activities undertaken by female entrepreneurs 
focusing on IM behaviours and tactics.  
Methodology 
Henry, Foss and Ahl, (2013, p.9) found a prevalence of large-scale quantitative surveys relating to 
female entrepreneurial research despite “repeated calls for research methods that acknowledge the 
complexities of the female entrepreneurial endeavour”. Our aim was to explore female entrepreneurs’ 
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perceptions using a phenomenological approach to examine their experiences, acknowledging that 
there is more than one way to view an event (Willig, 2013). Within phenomenology there are 
differing approaches namely descriptive and interpretive. The descriptive view would enable us to 
analyse the participants’ accounts of their experiences as entrepreneurs, whilst an interpretative 
approach seeks to develop a greater understanding of the quality and meaning of the experience, 
facilitating interpretation of their perceptions (Pietkiewicz and Smith, 2014). 
We therefore adopted a qualitative research method to explore those complexities and highlight the 
“more silent feminine personal end” (Bird and Brush, 2002, p.57) of female entrepreneurship utilising 
an interpretive phenomenological approach (IPA) (Smith, 2015). IPA provides the opportunity to 
bring together phenomenology and hermeneutics, enabling the data to be interpreted and 
acknowledging the idiographic approach to explore every single case study (Pietkiewicz and Smith, 
2014, p.8).  
The population of interest comprises female entrepreneurs who work for themselves and are engaged 
in building a personal brand. Their businesses span a range of specialist service sectors and include 
entrepreneurs who variously described themselves as a doula, a story archaeologist, two confidence 
coaches, elite performance coach, sugar addiction specialist, story party host, a business guide for 
introverts, coach for creative and a TEDx public speaking coach. Each of the businesses are based at 
home and therefore small-scale with few or no employees and their marketing and personal branding 
efforts are directed by the founding entrepreneur and their personal resources (Anwar and Daniel, 
2016). 
  
In order to enable an appreciation of the participants’ experiences, the sample for IPA is typically 
small with publication samples of one to fifteen (Pietkiewicz and Smith, 2014, p.9).  It was considered 
that female entrepreneurs who had participated in an innovative public speaking course, designed to 
help them communicate a personal message, would an appropriate sample for this study. This 
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research aims to explore the experiences of female entrepreneurs as they employ IM behaviours to 
communicate an authentic personal brand. 
 
A purposive sampling strategy was initially employed (Saunders, Lewis and Thornhill, 2016) via a 
known gatekeeper, the owner of the company that delivered the public speaking course, who held the 
database used to access the population and invite participants. Five participants were identified who 
matched the study’s requirements and were willing to be interviewed. Subsequently, a snowballing 
approach (Saunders et al., 2016) was adopted whereby the initial participants were asked to identify 
others who would fit the requirements of this study. Adopting this strategy, a further ten participants 
were identified. We approached these potential participants by email to invite them to be part of the 
study. Six additional participants were recruited providing a total sample of 11 key informants. We 
are precluded from providing additional demographic or descriptive data about the participants to 
protect their anonymity.  
Data collection 
Data collection took the form of eleven semi-structured interviews which lasted approximately one 
hour and provided the in-depth data that this study sought to capture in order to explore IM 
behaviours of female entrepreneurs. This number was considered acceptable to allow for initial 
conclusions to be drawn from this exploratory study and small enough to allow for a substantial 
amount of qualitative data to be compared (Eisenhardt, 1989; Crick and Chaudhry, 2013). Some 
structure was provided by preparing an interview guide which enhanced reliability as it ensured that 
the same topic areas were covered with each of the research participants (Patton, 2002; Robson, 
2011). However, the format of the semi-structured interview still allowed for a degree of spontaneity 
and enabled the interviewer to probe and explore responses (Bryman, 2012). The questions were 
drawn from the underpinning literature but kept purposely broad, for example, “What marketing 
activities do you undertake for your business?” and the order of topic areas was not fixed to facilitate 
the narrative flow of the interviewee (Hamilton, 2006). This encouraged participants to tell their story 
in their own way, consistent with a narrative interviewing approach (Bryman, 2012; Anwar and 
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Daniel, 2016). Member checking was implemented by sending transcribed data back to participants to 
enhance accuracy and credibility (Creswell and Miller, 2000; Harper and Cole, 2012).  
Data analysis 
The interview transcripts and field notes were then subjected to separate interpretative 
phenomenological analysis (Smith, 2015) by two researchers to increase reliability (Fielden and Hunt, 
2011) with both looking for broader patterns, themes and concepts across the data set (Silverman, 
2013) and commonalities in responses through manual coding (Braun and Clarke, 2006; Miles and 
Huberman, 1994). Themes from the literature review suggested initial codes with additional themes 
coming from the challenges and issues discussed by the research participants with the researchers 
playing an active part in constructing an interpretation of the data (Lee and Lings, 2011; Smith, 2015). 
The research team identified the following core themes: experimental; risk; authenticity and 
supplication. 
 
Findings and Discussion 
Consistent with previous research which indicated entrepreneurs personified their business (Resnick 
et al., 2016), these women saw little separation between themselves and their businesses (Shepherd, 
2005). They rely extensively on their own backgrounds, skills, qualifications and experiences as a 
basis for their personal branding and their marketing (Resnick et al., 2016). For one woman, this 
meant developing her brand around being from Lapland, for another using her experiences of mental 
health to explain her insights into addiction. With no employees, our participants demonstrated IM 
behaviours to create an image both of themselves and their businesses with one impacting the other. 
As one interviewee says, “I think my business is me, I think it’s just an expression of me” thus 
highlighting the challenges of business growth and scale, these issues were recognised by all the 
respondents. Another participant commented, “I am the core of my business, and I can’t leave this 
business and leave anything in it because I am it”. As a consequence of this interdependence between 
the personal and the professional, all of the women recognised that they need to engage in self-
promotion in order to market their business. This is consistent with previous literature which found 
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that people may be even more motivated to engage in IM strategies when their behaviours are public 
and their image is seen as important in achieving their goals (Bolino et al., 2016). This was not 
however, without its challenges and risks. In what follows, the IM behaviours and challenges 
encountered by the respondents as they develop and communicate a personal brand will be outlined 
through the themes emerging from the data.  
Experimental  
Consistent with previous research, all the participants were taking an experimental approach to their 
online marketing activities (Anwar and Daniel, 2016). This was partly attributed to a lack of skill or 
“know-how” about how to effectively use these tools, with three participants reporting having 
websites and social media accounts that they never touch, “my website designer …designed me this 
beautiful website and I haven’t really developed it properly, and I don’t quite know how to do that”. 
However, this experimental approach is also attributed to a commitment to only do those things that 
“feel right” and are true to themselves. As one respondent reported, her website “doesn’t quite suit” 
her anymore and she spoke of needing “re-branding” while another said she was tired of her 
marketing and spoke not of re-branding but, “de-branding”. Seven of the participants also discussed 
the importance of offline marketing activities particularly in relation to credibility. They cited public 
speaking, TED talks and networking and writing a book is, “an important thing to do if you want to 
be perceived as an expert”. Additionally, two of the participants mentioned clothing as an important 
part of their personal brand with one saying, “I like clothes a lot and I like a kooky style ….so if 
anything comes up about that people will send me a message, they see it as part of my brand”.  
 
Risk  
All participants commented that self-promotion through any media means being “out there” which 
they saw as posing a particular challenge for women, “any time a woman puts her head above the 
parapet she’s in danger of receiving negative, unpleasant... feedback”. All participants recognised the 
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risk of social media. Concerns about engaging in self-promotion and being “out-there” were 
attributed to fears of rejection, a desire to be liked and a resistance to being seen as “pushy”. 
Perfectionism is also blamed for procrastination around marketing and personal branding activity. 
Eight commented on fears of judgement and rejection to the point that three knew of other female 
entrepreneurs who were thinking of giving up and going back to employment. All but one of the 
women spoke of the need for emotional resilience and a network, even a “health-team” around them 
as potential coping strategies. They saw these issues to be of particular relevance to female 
entrepreneurs and negotiating challenges appears to lead to an experimental and reflexive approach to 
their marketing communications. Nine of the women described typical IM behaviours including 
being, “direct”, “proactive”, “action-oriented” and “single-minded” as male and reported finding 
these uncomfortable, while four of the respondents described these behaviours as “inappropriate” for 
women.  
In addition, these same women highlighted the gendered nature of entrepreneurs, “being an 
entrepreneur you just see that as a very male dominated role”. All reported not identifying 
themselves as entrepreneurs which six attributed to the size of their ventures with five of the women 
expressing reluctance to even use the term. The majority also described much of the marketing 
training available to entrepreneurs as male-oriented and based on what they saw as a conventional 
way of doing business. Additionally, all of the participants mentioned networks as important sources 
of support.  
Authenticity 
How best to engage in self-promotion while remaining authentic was a key consideration for all. All 
but one of the participants identified a tension between wanting to appear professional, competent and 
credible, while at the same time being real, genuine and authentic for their audience. Managing the 
tension between the two emerges as a central theme. Seven of the participants reported that social 
media and in particular, blogging, allows female entrepreneurs to test and experiment with the line 
between competency and authenticity in order to find what one respondent terms, “appropriate 
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balance”. The majority reported that more authenticity in their posts results in bigger responses 
noting, “one of the really amazing things I learnt”. The women are testing the boundaries of 
authenticity while still wanting to be seen as credible and attractive to clients. The participants were 
aware that too much authenticity might be seen as “over-sharing”. As one female entrepreneur 
reported, “If I share a little bit and the sky doesn’t fall, then I can maybe share a little bit more”.  
Supplication 
This study finds that all female entrepreneurs are experimenting with the IM behaviours of 
supplication – sharing their weaknesses and imperfections with their audiences- to mitigate the fears 
and risks they associate with self-promotion. This is also consistent with a desire to remain authentic. 
This tactic allows them to promote themselves and their business whilst at the same time avoiding 
being seen as pushy or unlikeable. This builds on the findings of Parhankangas and Ehrlich (2014), 
with respondents reporting the benefits of showing the “messiness” and “imperfection” of themselves 
and their businesses. They report a conviction that when they say, “here’s the crazy”, it can be a key 
part of attracting their audience, building trust and rapport. Another sums this up by saying, “if 
somebody is prepared to show the underbelly then they’re just immediately more trustworthy” 
Another reported, “I need to be vulnerable, I think that’s really important because ……., it’s part of 
your brand I guess, it makes it honest about the human condition”. 
Instead of wishing to control every element of their personal brand, they also indicated that they seek 
collaboration with their audiences akin to the improvised theatre approach described by Singh and 
Sonnenburg (2012) and suggested by Morris et al., (2002). Here brand owner and audience are 
engaged in co-creation. The collaborative nature of their relationship with clients is highlighted by 
one of the women when she commented, “we’re all developing, and actually I don’t want clients who 
just want the answers, they need something different”. Again, this mitigates the risk of self-promotion 
and the associated fears that the entrepreneur is pushing themselves forward as someone who has all 
the answers because of their abilities, accomplishments or experience.  
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However, all the women reported feelings of vulnerability associated with this tactic as they feel that 
they are taking risks when sharing their weaknesses and imperfections with their audiences. Although, 
an authentic approach appears to build trust and rapport with their audience, this study also finds that 
this tactic is associated with vulnerability and risks to reputation. 
Conclusions 
Four key themes emerge from the data to explain how female entrepreneurs engage in 
managing their brand. In particular, it can be concluded that the tactic of supplication, which is 
associated with sharing limitations and weaknesses, is being used by female entrepreneurs in 
combination with self-promotion to communicate an authentic personal brand. While the literature 
suggests that negative images are generally avoided (Gardner and Martinko, 1988), we contribute to 
the IM literature by suggesting that supplication, which risks creating a negative image, is being 
deliberately employed by female entrepreneurs to enhance authenticity.  
 
Furthermore, female entrepreneurs are not simply using self-promotion tools and behaviours to 
communicate competency, but are instead inviting their audience ‘back stage’ to share their 
imperfections and weaknesses (Goffman, 1959). In contrast to Sezer et al., (2015) who found self-
promotion combined with supplication to be inauthentic, our findings suggest female entrepreneurs 
are using this combination as a strategy to establish greater levels of trust and engagement with their 
audience.  
The study also concludes that supplication is used by female entrepreneurs to inspire collaboration 
and co-creation with their audience. Rather than seeking to tightly control a personal brand and fear 
feedback from the audience, supplication effectively invites the audience back-stage. By adopting this 
strategy, these female entrepreneurs are engaging in what Singh and Sonnenburg (2012) described as 
improvised theatre. It is not necessary to have all the answers, instead supplication used in this way 
offers the opportunity to build rapport and collaborate with clients, thereby co-creating not just 
solutions but also the entrepreneur’s personal brand.  
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This study found the sharing of personal fears and weaknesses to be commonplace among female 
entrepreneurs and even expected when communicating an authentic personal brand. Rather than 
simply replicating EM behaviours, which may be more reflective of ‘male-norms’ of entrepreneurship 
and uncomfortable or inappropriate for women, our findings support the conclusion that these women 
are developing their own set of EM behaviours to attract an audience and build a trusted business. 
Although how best to combine self-promotion and supplication is still a matter of individual 
experimentation.  
Morris et al., (2002) highlight greater collaboration and in particular, working with lead customers as 
a means to share risk. While the findings suggest that female entrepreneurs are managing risk in this 
way, this study also highlights the additional risks inherent in adopting this strategy. Allowing your 
customers ‘back-stage’ raises concerns for female entrepreneurs about reputation and credibility in 
conjunction with fears of judgement and rejection, demonstrating their vulnerability. Self-promotion 
tools, in particular social media platforms, allow feedback to be freely given and this study indicates 
that female entrepreneurs who develop and communicate an authentic personal brand are faced with 
an ‘impression-management dilemma’ (Rudman and Phelan, 2008) of their own. They are presented 
with the choice of either censoring themselves or having the courage to put themselves “out there” 
and risk not being liked or harshly judged by their audience. Emotional resilience and a supportive 
network are indicated as important coping strategies.  
Our research supports the notion that these female owner-managers are being innovative, managing 
the risks of self-promotion by putting what Goffman, (1959) saw as the hidden back stage, firmly 
front stage. They are using the IM behaviours of self-promotion together with supplication to 
communicate an authentic personal brand for themselves which is seen as a vital contribution to the 
marketing of an SME (Bresciani and Eppler, 2010; Franco et al., 2014; Merillees, 2007; Resnick et 
al., 2016) and is consistent with the creativity and intuition, driven by deeply felt convictions and 
passions, which characterise EM (Morris et al., 2002).  
Implications  
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The study highlights a number of important implications for entrepreneurial practice and policy. In 
particular, the findings reveal the complex challenges faced by female entrepreneurs as they engage in 
self-promotion and IM to market their businesses. Using the four key themes of: experimental; risk; 
authenticity and supplication which emerge from the study, female entrepreneurs can audit their 
current IM behaviours to shape their entrepreneurial practice. Becoming aware of their IM behaviours 
could help them achieve a balance of EM activities which more effectively support greater 
authenticity and enhance trust and engagement with their audiences. 
However, providing more targeted support for female entrepreneurs would be useful in helping them 
manage the challenges they face in achieving the balance between self-promotion and supplication. 
As such, the findings of this study should be of interest to the many business support agencies acting 
on behalf of public policy makers who are keen to support the growth of female-led businesses. 
Government-funded agencies are in a position to offer this support to female entrepreneurs at a lower 
cost than private sector providers, making this support more widely accessible to small-scale 
entrepreneurs.  In particular, the study has highlighted the gendered norms associated with 
entrepreneurial practice. Challenging women’s existing perceptions of “an entrepreneur” and 
associated marketing behaviours are necessary first steps. Support agencies and business schools 
should seek to develop new styles of marketing education and training based on the valued qualities 
of authenticity, empathy and rapport as found in this study. These could provide an alternative to 
more conventional marketing training which these women currently see as dominated by male-norms. 
Within this training, recognition must be given to the perceived and felt risks of authentic 
communication and self-promotion for women. In particular, marketing training in social media and 
public speaking are recommended with networks and mentors seen as key to providing on-going 
support.  
 For many female entrepreneurs, the notion of a personal and a professional life are 
increasingly blurred. Training which considers how to develop a holistic online media 
presence consistent with their personal brand is recommended. Whilst the use of social media 
is pervasive, there are still gaps in knowledge and experience. Understanding the differing 
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styles of individual social media platforms including for example; Twitter, Facebook and 
Instagram, may help female entrepreneurs develop their tone-of-voice and online personality. 
In addition, they may gain greater confidence in developing an authentic brand online and 
finding their audience to build an online brand community. In particular, the risks of being 
“out there” and possible backlash should be openly considered and discussed.  
 
 Support for female entrepreneurs to develop their brand offline is also warranted. Public 
speaking has emerged as a surprising alternative to more traditional means of marketing and 
focussed training in this area could provide the means to both develop confidence and hone a 
message or idea. 
 
 Networks and mentors can be particularly useful in allowing women to share experience and 
knowledge. Additional opportunities and encouragement for female entrepreneurs to engage 
in these activities are needed. This could also be embedded into marketing education curricula 
with women encouraged to seek a marketing mentor that does not necessarily have to come 
from their own sector. In any case, care should be taken to provide safe and supportive 
relationships to help manage reported issues of confidence and vulnerability and to help 
develop on-going emotional resilience.  
 
 
Limitations and future research  
This paper has provided rich insights into how female entrepreneurs develop and communicate an 
authentic personal brand employing a combination of self-promotion and IM behaviours to market 
themselves and their businesses. Future studies could consider using a larger sample size to overcome 
the limitations of small sample sizes and examine the generalisability of the current findings. 
Additionally, a longitudinal study to investigate whether IM strategies for entrepreneurs change over 
time would be beneficial.  Furthermore, research could be undertaken with the consumers and 
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audiences of female entrepreneurs to see which behaviours, tactics, and combinations of these, they 
judge to be effective in establishing authenticity, credibility, trust and rapport.  
The combination of IM tactics and behaviours used by entrepreneurs from different market sectors 
and different countries is also warranted to identify the transferability of these findings. A cross- 
cultural study would provide rich insights into the dynamic of culture when developing a personal 
brand. For example, research undertaken in male dominated cultures such as the Middle East would 
provide insight into how female entrepreneurs manage their personal brand and utilise IM behaviours, 
to market their business in a patriarchal society.  
  
21 
 
References 
Amanatullah, E. T. and Morris, M. W. (2010), “Negotiating gender roles: Gender differences in 
assertive negotiating are mediated by women’s fear of backlash and attenuated when negotiating on 
behalf of others”, Journal of Personality and Social Psychology, Vol. 98 No.2, p. 256. 
Anwar, M. N. and Daniel, E. (2016), “Entrepreneurial marketing in online businesses: the case of 
ethnic minority entrepreneurs in the UK”, Qualitative Market Research: An International Journal, 
Vol. 19 No.3, pp.310-338  
Arvidsson, A. and Bandinelli, C. (2013), “Brand Yourself as a Changemaker!”, Journal of 
Macromarketing, Vol. 33 No. 1, pp. 67-71. 
Bamiatzi, V., Jones, S., Mitchelmore, S., and Nikolopoulos, K. (2015), “The role of competencies in 
shaping the leadership style of female entrepreneurs: the case of North West of England, Yorkshire, 
and North Wales”, Journal of Small Business Management, Vol. 53 No.3, pp. 627-644. 
Becker, T. E., and Martin, S. L. (1995), “Trying to look bad at work: Methods and motives for 
managing poor impressions in organizations”, Academy of Management Journal, Vol.38 No.1, pp. 
174-199. 
Bendisch, F., Larsen, G., and Trueman, M. (2013), “Fame and fortune: a conceptual model of CEO 
brands”, European Journal of Marketing, Vol.47 No. 3/4, pp. 596-614. 
Bird, B. and Brush, C. (2002), “A gendered perspective on organizational creation”, Entrepreneurship 
Theory and Practice, Vol.26, No.3, pp. 41–65. 
Bolino, M. C. and Turnley, W. H. (2003), “More than one way to make an impression: Exploring 
profiles of impression management”, Journal of Management, Vol. 29 No.2, pp.141-160. 
Bolino, M., Long, D. and Turnley, W. (2016), “Impression Management in organizations: Critical 
questions, answers, and areas for future research”, Annual Review of Organizational Psychology and 
Organizational Behavior, Vol.3, March, pp. 377-406. 
Bresciani, S. and Eppler, M. J. (2010), “Brand new ventures? Insights on start-ups' branding 
practices”, Journal of Product and Brand Management, Vol.19 No. 5, pp. 356-366. 
Braun, V. and Clarke, V. (2006), “Using thematic analysis in psychology”, Qualitative Research in 
Psychology, Vol. 3 No.2, pp.77-101. 
Bryman, A. (2012), Social Research Methods. Oxford university press, Oxford. 
Chen, C. P. (2013), “Exploring Personal Branding on YouTube”, Journal of Internet Commerce, 
Vol.12 No.4, pp.332-347. 
Cialdini, R. B. and De Nicholas, M. E. (1989), “Self-presentation by association”, Journal of 
Personality and Social Psychology, Vol.57 No.4, p. 626. 
Creswell, J. W., and Miller, D. L. (2000), “Determining validity in qualitative inquiry”, Theory into 
practice, Vol. 39 No.3, pp. 124-130. 
22 
 
Crick, D. and Chaudhry, S. (2013), “An Exploratory Study of UK Based Asian Family-Owned Firms 
Motives for Internationalising”, Journal of Small Business and Enterprise Development, Vol.20, 
No.3, pp.526-547. 
Crick, D., and Crick, J. M. (2016), “Coopetition at the sports marketing/entrepreneurship interface: A 
case study of a Taekwondo organisation”, Marketing Intelligence and Planning, Vol.34 No. 2, 
pp.169-187. 
Crick, D., and Crick, J. (2015), “Learning and decision making in marketing planning: a study of New 
Zealand vineyards”, Marketing Intelligence and Planning, Vol.33 No.5, pp.707-732. 
De Chernatony, L. and McDonald, M. (2003), Creating Powerful Brands, 3rd ed., 
Elsevier/Butterworth-Heinemann, Oxford.  
Deloitte (2016),”Women entrepreneurs: developing collaborative ecosystems for success”, available 
at : https://www2.deloitte.com/uk/en/pages/growth/articles/women-entrepreneurs.html 9 (accessed 5 
January 2017 
Eisenhardt, K. M. (1989), “Building theories from case study research”, Academy of Management 
Review, Vol.14 No.4, pp. 532-550. 
https://www2.deloitte.com/uk/en/pages/growth/articles/women-entrepreneurs.html 
Entrepreneursuk.net (2017),”Women entrepreneurs”, available at 
http://www.entrepreneursuk.net/women-entrepreneurs.php (accessed 5 January 
2017)http://www.entrepreneursuk.net/women-entrepreneurs.php 
Fielden, S. L., and Hunt, C. M. (2011), “Online coaching: An alternative source of social support for 
female entrepreneurs during venture creation”, International Small Business Journal, Vol. 29 No. 4, 
pp. 345-359. 
Franco, M., de Fátima Santos, M., Ramalho, I., and Nunes, C. (2014), “An exploratory study of 
entrepreneurial marketing in SMEs: the role of the founder-entrepreneur”, Journal of Small Business 
and Enterprise Development, Vol.21 No.2, pp.6-6. 
Gall, D. (2012), “Librarian like a rock star: using your personal brand to promote your services and 
reach distant users”, Journal of Library Administration, Vol.52 No.6-7, pp. 549-558. 
Gardner, W. L., and Martinko, M. J. (1988), “Impression Management in organizations”, Journal of 
Management, Vol.14 No.2 pp. 321-338. 
GEM (2016),” 2015/2016 “Global Report. Global Entrepreneurship Monitor”,available at : 
http://www.gemconsortium.org/report/49480 accessed 5 January 2017 
Gehl, R. W. (2011),”Ladders, samurai, and blue collars: Personal branding in Web 2.0”, First 
Monday, Vol. 16 No.9. 
Goffman, E. (1959), “The Presentation of the Self in Everyday Life”, The Penguin Press, London. 
Gurrieri, L., & Cherrier, H. (2013), “Queering beauty: Fatshionistas in the fatosphere”, Qualitative 
Market Research: An International Journal, Vol.16, No.3, pp. 276-295. 
23 
 
Hamilton, E. (2006), “Whose story is it anyway? Narrative accounts of the role of women in founding 
and establishing family businesses”, International Small Business Journal, Vol. 24 No.3, pp. 253-271. 
Harper, M., and Cole, P. (2012), “Member checking: can benefits be gained similar to group 
therapy?”, The Qualitative Report, Vol. 17  No.2, pp. 510-517. 
Harris, L., and Rae, A. (2011), “Building a personal brand through social networking”, Journal of 
Business Strategy, Vol.32 No.5, pp. 14-21. 
Hearn, A. (2008), “Meat, Mask, Burden: Probing the contours of the branded self”, Journal of 
Consumer Culture, Vol.8 No.2, pp. 197-217. 
Henry, C., Foss, L., and Ahl, H. (2013), “Parallel Lines? A Thirty-Year Review of Methodological 
Approaches in Gender and Entrepreneurship Research”, ISBE Institute for Small Business and 
Entrepreneurship, Cardiff, UK. 
Hills, G. E., and Hultman, C. (2013), “Entrepreneurial marketing: Conceptual and empirical research 
opportunities”, Entrepreneurship Research Journal, Vol. 3 No 4, pp.437-448. 
Jones, E. E., and Pittman, T. S. (1982), “Toward a general theory of strategic self-
presentation”. Psychological perspectives on the self Vol.1 No.1 pp. 231-262. 
Khedher, M. (2014), “Personal branding phenomenon” International Journal of Information, Business 
and Management, Vol. 6 No. 2, p.29-40 
Kickul, J., Wilson, F., Marlino, D., & Barbosa, S. D. (2008), “Are misalignments of perceptions and 
self-efficacy causing gender gaps in entrepreneurial intentions among our nation's teens?”, Journal of 
Small Business and Enterprise Development, Vol.15 No.2, pp. 321-335. 
Kilenthong, P., Hultman, C. M., and Hills, G. E. (2016), “Entrepreneurial Orientation as the 
Determinant of Entrepreneurial Marketing Behaviors”, Journal of Small Business Strategy, Vol.26 
No. 2, p. 1. 
Labrecque, L. I., Markos, E., and Milne, G. R. (2011), “Online personal branding: processes, 
challenges, and implications”, Journal of Interactive Marketing, Vol. 25 No. 1, pp. 37-50. 
Lair, D. J., Sullivan, K., and Cheney, G. (2005), “Marketization and the recasting of the professional 
self the rhetoric and ethics of personal branding”, Management Communication Quarterly, Vol. 18 
No. 3, pp. 307-343. 
Leary, M. R., and Kowalski, R. M. (1990), “Impression management: A literature review and two-
component model”, Psychological bulletin, Vol. 107 No. 1, p. 34-47. 
Lee, N and Lings, I. (2008), “Doing business research: a guide to theory and practice”. Sage, 
London: 
Merrilees, B. (2007), “A theory of brand-led SME new venture development”, Qualitative Market 
Research: An International Journal, Vol 10. No. 4 pp. 403-415. 
Miles, M. B., and Huberman, A. M. (1994),”Qualitative data analysis: An expanded sourcebook”, 
Sage, London. 
24 
 
Miles, M. P., Lewis, G. K., Hall-Phillips, A., Morrish, S. C., Gilmore, A., and Kasouf, C. J. (2016), 
“The influence of entrepreneurial marketing processes and entrepreneurial self-efficacy on 
community vulnerability, risk, and resilience”, Journal of Strategic Marketing, Vol. 24 No. 1, pp. 34-
46. 
Morris, M. H., Schindehutte, M., and LaForge, R. W. (2002), “Entrepreneurial marketing: a construct 
for integrating emerging entrepreneurship and marketing perspectives”, Journal of marketing theory 
and practice, Vol. 10, No. 4, pp. 1-19. 
Nagy, B. G., Pollack, J. M., Rutherford, M. W., and Lohrke, F. T. (2012), “The influence of 
entrepreneurs' credentials and Impression Management behaviors on perceptions of new venture 
legitimacy”, Entrepreneurship Theory and Practice, Vol 36 No. 5, pp. 941-965. 
Nwankwo, S., and Gbadamosi, T. (Eds.). (2010), Entrepreneurship marketing: principles and 
practice of SME marketing. Routledge, London. 
Noble, C. H., Bentley, J. P., Campbell, D., and Singh, J. J. (2010), “In search of eminence:  
A personal brand-building perspective on the achievement of scholarly prominence in marketing”, 
Journal of Marketing Education.Vol.32 No.3, pp.314-327. 
Parhankangas, A., and Ehrlich, M. (2014), “How entrepreneurs seduce business angels: An 
Impression Management approach”, Journal of Business Venturing, Vol. 29 No. 4, pp. 543-564. 
Parmentier, M. A., Fischer, E., and Reuber, A. R. (2013). “Positioning person brands in established 
organizational fields”, Journal of the Academy of Marketing Science, Vol. 41 No. 3, pp. 373-387. 
Patton, M. Q. (2002), “Qualitative interviewing”, Qualitative research and evaluation methods, No. 3, 
pp. 344-347, Sage, London. 
Peters, T. (1997), “The brand called you”, Fast Company, Vol. 10 No. 10, pp. 83-90. 
Pietkiewicz, I., and Smith, J. A. (2014), “A practical guide to using interpretative phenomenological 
analysis in qualitative research psychology”, Psychological Journal, Vol. 20 No. 1, pp. 7-14. 
Resnick, S. M., Cheng, R., Simpson, M., and Lourenço, F. (2016), “Marketing in SMEs: a “4Ps” self-
branding model”, International Journal of Entrepreneurial Behavior and Research, Vol. 22 No. 1, pp. 
155-174. 
Robson, C. (2011), Real world research (3ed).  Wiley, Chichester. 
Rosenfeld, P., Giacalone, R. A., and Riordan, C. A. (1995), Impression Management in 
organizations: Theory, measurement, practice, Routledge, London. 
RSA, (2014), “Growing Pains: How the UK became a nation of micropreneurs”, available at 
https://www.rsabroker.com/.../SME%20Growing%20Pains%20White%20paper.pdf (accessed 5 
January 2017) 
Ruane, L., & Wallace, E. (2013), “Generation Y females online: insights from brand 
narratives”, Qualitative Market Research: An International Journal,  Vol.16 No .3, pp. 315-335. 
25 
 
Rudman, L. A., and Phelan, J. E. (2008), “Backlash effects for disconfirming gender stereotypes in 
organizations”, Research in Organizational Behavior, Vol. 28 pp. 61-79. 
Saunders M.N.K, Lewis P and Thornhill A. (2016), Research Methods for Business Students (7th ed) 
Pearson Education, Harlow:  
Sexton, D. L., and Bowman-Upton, N. (1990), “Female and male entrepreneurs: Psychological 
characteristics and their role in gender-related discrimination”, Journal of Business Venturing, Vol. 5 
No. 1, pp. 29-36. 
Sezer, O., Gino, F., and Norton, M. I. (2015), “Humblebragging: A Distinct–and Ineffective–Self-
Presentation Strategy”, working paper [15-080] Harvard Business School Marketing Unit, Harvard, 
14 February 2017). 
Shepherd, I. D. (2005), “From cattle and coke to Charlie: meeting the challenge of self marketing and 
personal branding”, Journal of Marketing Management, Vol.21 No. 5-6, pp. 589-606.  
Silverman, D. (2013), Doing qualitative research: A practical handbook. Sage, London.  
Singh, V., Kumra, S., and Vinnicombe, S. (2002), “Gender and impression management: Playing the 
promotion game”, Journal of Business Ethics, Vol. 37 No. 1, pp. 77-89. 
Singh, S., and Sonnenburg, S. (2012), “Brand performances in social media”, Journal of Interactive 
Marketing, Vol. 26 No. 4, pp. 189-197. 
Smith, J. A. (Ed.). (2015), Qualitative psychology: A practical guide to research methods, Sage, 
London. 
Smith, J. L., and Huntoon, M. (2014), “Women’s bragging rights: Overcoming modesty norms to 
facilitate women’s self-promotion”, Psychology of Women Quarterly, Vol. 38 No. 4, pp. 447-459. 
Srivoravilai, N., Melewar, T. C., Liu, M. J., and Yannopoulou, N. (2011), “Value marketing through 
corporate reputation: An empirical investigation of Thai hospitals”, Journal of Marketing 
Management, Vol. 27 No. 3-4, pp. 243-268. 
Tedeschi, J. T., and Melburg, V. (1984), “Impression Management and influence in the organization”, 
in S. B. Bacharach and E. J. Lawler (Eds.), Research in the Sociology of Organizations, Vol 3 pp. 31-
58, JAI Press, Greenwich, CT:. 
Vallas, S. P., and Cummins, E. R. (2015), “Personal branding and identity norms in the popular 
business press: Enterprise culture in an age of precarity”, Organization Studies, Vol.36 No.3, pp. 293-
319. 
Vitberg, A. (2010),”Developing Your Personal Brand Equity: A 21st Century Approach”, Journal of 
Accountancy, Vol 210, No. 1, p. 42. 
Ward, C., and Yates, D. (2013), “Personal branding and e-professionalism”, Journal of Service 
Science (Online), Vol. 6 No. 1, p. 101. 
Willig, C. (2013), Introducing qualitative research in psychology, McGraw-Hill Education, London. 
26 
 
Women’s Business Council (2016), “Women’s Business Council Progress Report”, available 
at: http://womensbusinesscouncil.dcms.gov.uk/introduction/(accessed 5 January 2017)  
The World Bank (2017),”World development report 2017”, available at 
http://www.worldbank.org/en/publication/wdr2017(accessed 5 January 2017),  
 
 
 
 
